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So you think 2008 was a challenging 
year? 2009 looks like it will be a year 
of change and challenge unlike any 

other experienced in the travel industry in a 
very long time.

Why do I say this? In times of economic 
crisis finding inventive ways of cutting costs 
and adding value is the difference between 
companies and individuals that survive and 
even thrive and those that do not.  

Never before has innovation and the 
investigation and adoption of local and 
global trends and best practices been 
more vital and this year will see travel 
professionals being called to step up to the 
plate and deliver value.

 
Conventional saving strategies
2009 will see corporate buyers initially  
looking to more conventional ways of 
spending less, including increased usage 
of low cost carriers, budget hotels and 
accommodation alternatives.  

Hotel supply and demand will only 
become more challenging for buyers and 
the trend to use alternative accommodation 
options will reach its peak in the coming 
year. Low cost carriers may see an upturn 
in business as more buyers use this option 
for internal and domestic flights but a key 
challenge with this option is the lack of data 
when using low cost alternatives.  But then 
again, the industry consensus seems to be 
that no matter what suppliers are used, data 
integrity and availability is a challenge across 
the board. Unfortunately this is one of the 
few things that will more than likely not be 
changing in 2009.

Demand management
When thinking of less conventional 
ways of saving money, I foresee demand 
management grudgingly being looked at 
as a possible source of cost savings.  Why 
grudgingly? Because it is a concept that will 
truly ask travel managers to step far out 
of their comfort zones and let go of their 
immediate preconceived idea of ‘This will 
not work in South Africa’.  

Demand Management requires us to 
start asking the questions ‘Why do we 
travel?’ and ‘Can the aim of this trip be 
accomplished without getting on  
an aircraft?’

Travel managers will need to get back to 
basics and start seeing individual trips as 

either a good investment that assists the 
company in reaching its goals, or a bad 
investment that does not. 

Of course, improved efficiency of pre-
approval systems and the adoption of 
meetings technology are vital aspects 
in ensuring the success of this concept. 
Savings are certainly there for the taking if  
companies can get out of the habit of 
travelling just because it is ‘how we have 
always done things’.  

Value-adds more important than ever
The importance of value add will be a 
consistent driving force and we will see an 
increase in companies looking at adopting 
global trends in order to be competitive and 
to add even more value to their employers, 
clients and travellers.  

Maximising the use of technology 
and getting to grips with environmental 
sustainability will gain a lot of focus in 
2009, but the most important aspect of 
travel deserving far higher priority in the 
year ahead is that of traveller safety and 
duty of care.

Duty of care shake-up
The terrorist attacks in Mumbai at the end 
of 2008 again highlighted the sad fact that 
often we only look at the issue of traveller 
safety and duty of care after an attack or 
disaster of monumental proportions has 
affected our company and travellers. 2009 
will be the year to shake ourselves firmly 
out of this lethargy. The world is becoming 
a less safe place and travel managers have 
a duty to ensure, within reason, the safety 
of their staff who make daily trips. I foresee 
this responsibility being taken far more 
seriously in the year ahead.

With all this upheaval, education will 
be of paramount importance to ensure 
personal and collective success in the  
new year.

ACTE will continue to deliver a locally 
relevant platform for learning and idea 
sharing and we look forward to an exciting 
year ahead. ■

Innovation and adaptability  
will keep you afloat 

Monique Swart; regional director Middle East 
and Africa ACTE.

Monique Swart, regional director Middle East and Africa ACTE, says 
corporates will need to be savvy with their business travel to survive 
a possibly more challenging 2009.

Being inventive makes  
all the difference

The Association of Corporate Travel 
Executives (ACTE) represents the global 
business travel industry through its 
international advocacy efforts, executive 
level educational programs, and 
independent industry research. ACTE’s 
membership consists of senior travel industry 
executives from 82 countries representing 

the €463bn business travel industry.  
With the support of sponsors from every 
major segment of the business travel 
industry, ACTE develops and delivers 
educational programs in key business  
centres throughout the world. For more 
information on ACTE, please go to  
www.acte.org.
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“The importance of  
value-add will be a 
consistent driving force 
and we will see an increase 
in companies looking at 
adopting global trends in 
order to be competitive.” 


